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This study aims to analyze the employee engagement in family and non-family ﬁrms and
the  factors that affect the process of engagement like: psychological factors, compensation
and  communication. After the presentation at the theoretical framework summarized by
on-family ﬁrms
sychological factors
ompensation
ommunication
a  deep literature review, a methodological and empirical posture has been elaborated to
analyze  the factors that inﬂuence the employee engagement in both family and non-family
ﬁrms.  Finally, the implementation of a questionnaire was held to present the statistical and
practices  cases that suit my  subject of study.© 2013 Holy Spirit University of Kaslik. Hosting by Elsevier B.V. 
.  Introduction
n today’s business, engagement is distinctively different from
mployee satisfaction, motivation, and organizational culture.
he  well-being of the employees and their happiness must be
he priority of every successful enterprise in order to satisfy
he  customers and achieve the best results. In other terms,
appy  staff results in happy customers and lots of happy cus-
omer  results in happy shareholders.
Worker engagement; emotionally or intellectually is very
ssential  to the success of the organization. The positive
eelings that employees experience about their business and
mployers  affect certainly the customer satisfaction in terms
f  service, loyalty and engagement. Furthermore, engagement
an  give every employee the feeling to perform in the best
ay,  by learning new skills and completing all the work with
nnovative  suggestions.
The  employee engagement differs between family ﬁrms
nd  non-family ﬁrms; how to interpret this commitment?
What are the reasons or criteria’s that push the staff to main-
tain  a positive commitment toward the company?
We will discuss in our study the literature reviews; followed
by  a review of the data collection procedures, to reach explana-
tion  of the empirical procedures; and results of the empirical
tests;  in addition to the discussion and the conclusion.
2.  Literature  review
2.1.  Employee  engagement  in  family  ﬁrms
2.1.1. What  is  employee  engagement?
Employee engagement is the level of commitment of an
employee  toward their organization and its values. An
engaged  employee performs the work with his team in order
to  enhance the performance and the goals of the organiza-
tion.  According to Kahn, engaged people always execute their
duties  physically, cognitively and emotionally (Kahn, 1990).
The  cognitive aspects concerns employee beliefs about his
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 n a g 12  i n t e r n a t i o n a l s t r a t e g i c m a
work environment. Brown deﬁnes the engagement as a job
involvement  that was  identiﬁed by many  authors like Lawler
and  Hall and Kanungo.
Also,  engagement involves the active use of emotions;
and to mention that emotions play a fundamental role in
the  business success. As well as the intellectual commit-
ment  is very critical to the notion of engagement. The HR
supporters consider that engagement is related to the feel-
ings  of the employee about his work, his employer and
how  he is treated in his environment. According to Gallup,
engagement is related to employees who  are innovated,
talented, passionate, highly performing and curious about
their  future work. Regarding the non-engaged employees,
they  try to focus on tasks rather than goals and outcomes.
These kinds of employees do not have productive relations
with  their teamwork. Their unhappiness and disengage-
ment can bring negative results to the entire work and
climate.
While  researching engagement, the studies of Kahn found
the  engagement is related to meaningfulness, safety and
availability (Kahn, 1990). In the same time, Maslach deﬁne
many  factors that can affect the engagement including work-
load,  feelings, control, recognition, supportive climate, justice,
meaningful  and valued work.
Robinson, Perryman, and Hayday (2004) describe the
engagement as a two way  relationship between the employer
and  the employee. Aon Hewitt deﬁnes engagement as the state
of emotional and intellectual involvement that motivates
employees to do their best work (Hewitt, 2010). According to
him, three points characterize the engagement process:
•  Say: talk positively to all the parties related to the organiza-
tion;
•  Stay: be oriented to be a member of the organization;
• Strive: make extra efforts in behaviors in order to contribute
to  company achievements.
According  to Gallup, there are three types of engagement:
•  Engaged employees are excited to work efﬁciently; they
experience a deep connection to their group and contribute
to  a long term success;
•  Not engaged employees often waste time at work without
spending any energy in their work. They are always passive;
•  Actively disengaged employees are unhappy; they con-
tribute  to many  weaknesses to the group and disengage the
others.
Mercer’s  employee engagement model:
Mercer (2007) has deﬁned four stages associated with the
process  of increasing levels of engagement and connected to
particular emotional states. These four forceful stages are:
Satisﬁed   motivated  committed  advocate
Moreover, employee engagement is deﬁned by many  cor-
porations  like Caterpillar and Dell: engagement covers the
employees’  commitment, work effort, and intention to stay
in  an organization (Caterpillar). Engagement is a competitive
advantage that considers committed mind and heart that lead
to brilliant efforts (Dell Inc.).e m e n t r e v i e w 1 ( 2 0 1 3 ) 11–29
2.1.1.1.  Meyer  and  Allen’s  three  component  model  of  com-
mitment. According to this model, the commitment is a
multidimensional construct with variable antecedents, corre-
lations  and consequences. We distinguish between affective
commitment that reﬂects an emotional attachment to the
organization, continuance commitment which is equivalent
to  the perceived costs associated with leaving the organi-
zation, and normative commitment that corresponds to the
perceived  obligation to remain in the organization (Meyer  &
Allen,  1997).
Following  the model of Meyer and Allen (1997), the three
forms  of commitment relate negatively to turnover. Specif-
ically,  the affective commitment is highly related to some
work-relevant behaviors (attendance, in-role performance,
organizational citizenship behavior). In addition, this emo-
tional  commitment is connected to job satisfaction and job
involvement but negatively related to self-reported stress and
work  family conﬂict.
On  the other side, the normative commitment affect pos-
itively  work behaviors and the continuance commitment
seems to be unrelated to the desirable performance.
As a result, and according to Meyer and Herscovitch (2001),
several  proﬁle of commitment could appear for each employee
and  may  inﬂuence the job outcomes. The high affective com-
mitted  proﬁle is highly associated to behaviors of interests. As
well, the high affective and the high normative proﬁles involve
high  outcomes scores.
Moreover,  the model of Meyer  and Allen may  unlock new
doors  to discover some related concepts to engagement. First
of  all, we must deﬁne many  primary cultural dimensions asso-
ciated  with group work like the individualism/collectivism
and the power distance; many  authors relate these cultural
traits  to the affective, continuance and normative commit-
ment.  For example, Wasti and Can found positive relation
between affective commitment and collectivism. Clugston
said  that continuance commitment is positively related to
power  distance (Clugston, 2000).
2.1.1.2.  Becker’s  side-bet  theory.  Becker supposes that the
commitment can be a reality if the person links external inter-
ests  with a coherent line of activity. This positive connection
can  be detected by making a side bet that support the person
to  stay at a particular job.
Following this strategy, side bets can increase commit-
ment through several ways similar to encouraging long-term
employment, as well as individual adjustment and adaptation
to  social positions, in addition to expectations about respon-
sible  behaviors and self-presentation concerns.
2.1.1.3.  Affective  organizational  commitment  and  employee
ownership. Many authors conﬁrm that ownership has a strong
and good effect on individual’s attitudes and behaviors in sev-
eral  organizations. This effect appears through better personal
effort  and less intentions to quit and lead to higher productiv-
ity  and proﬁtability.
Iverson and Buttigieg prove that commitment is composed
of  two related components that are attitudinal and behavioral
concepts (Iverson & Buttigieg, 1922). The attitudinal commit-
ment  is related to the degree of loyalty and involvement of an
employee  toward his organization.
 a g e m e n t r e v i e w 1 ( 2 0 1 3 ) 11–29 13
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engagement  in 2010 in all counties across the world.
Moreover, following some statistical records, there are dif-
ferences  and ﬂuctuations in engagement according to eachi n t e r n a t i o n a l s t r a t e g i c m a n
Behavioral commitment reﬂects the connection between
he  employee and the organization and the cost of leaving this
rganization. This model is very similar to the model of Meyer
nd  Allen (1997).
According  to Klein, employee commitment and satisfac-
ion  are increased due to his ownership and ownership plans
rranged  by organizations (Klein, 1987). These kinds of plans
ffect  positively employee’s feelings about their job and com-
any.
.1.2.  Consequences  of  engagement
aks (2006) announce that there is a difference between
mployee engagement and organization engagement; and he
ssumes that the employee engagement is connected to the
usiness  results. Kahn (1990) adds that the positive employee
ngagement increases the level of individual and organiza-
ional  outcomes.
In  his turn, Gallup organization found that employee
ngagement; customer loyalty and business outcomes are
ighly  related. The analysis of Gallup shows that engaged
roups in the same company outperform groups with lower
evel  of engagement.
.1.3.  Importance  of  engagement
ngagement is a very important factor in the success of
ach  organization. Many  advantages emerge from engaged
mployees: ﬁrst, they are loyal to their company and they are
erceived  as a reference for the other workers. Second, they
re  always motivated; so they can offer better productivity,
nd  here we  can make a link between employee engagement
nd  proﬁtability. Third, and in addition to the highly produc-
ive  participation, the engagement also increases the levels of
motions  and feelings of each worker which can affect pos-
tively  the customer service and the customer satisfaction.
ourth, engaged employee is always passionate about his work
nd duties which will facilitate his way  to reach the company’s
oals  (Fig. 1).
In  addition to the above, engagement process appears very
mportant  according to these following points:
First, employee commitment helps each employee to build
nd  raise long term trust toward the organization; second,
t  improves a loyal spirit and creates a competitive environ-
ent  between the employees themselves. Third, it gives the
orkforce  a special power during their working days. Fourth, it
ontributes to a signiﬁcant growth and expansion of the whole
usiness  process, and ﬁnally, it helps all the workers to reﬂect
he  products and services in an effective way, and to be an
fﬁcient  representative of their company (Fig. 2).
As  organizations globalize and become more  reliant on
echnology in an effective working background, there is a big-
er  requirement to connect with employees to provide them
ith  an organizational identity.
.1.4.  Key  ﬁndings  for  2011
he employee engagement is a very sensitive issue and peo-
le  around the world have become more  interested in this
rocess.  Many  considerations have been discussed to improve
ngagement and various conclusions came into light (Fig. 3):
We  can notice that engagement practices had shown sta-
ilization  worldwide, but we  cannot exclude various changesFig. 1 – Business sectors.
in many  countries. The economic depression did not affect
the  levels of engagement during 2011, since they continued
to  be relatively constant, with a small increase of 2% compar-
ing  to the previous year. It was  seen an important progress in
Asia Paciﬁc and a little increase in Europe. On the other side of
the  globe, Latin America registered small declines and North
America  represented constant records (Fig. 4).
In  addition, many  economic indicators inﬂuences the pro-
cess  of engagement: engagement had decreased due to the
economic  crisis in 2009, then after one year, the economic
signs showed a progress, which led to improve the results ofFig. 2 – Pie chart of the gender (N = 60).
14  i n t e r n a t i o n a l s t r a t e g i c m a n a g Fig. 3 – Pie chart of the marital status (N = 60).
country. Furthermore, the records showed that 58% of employ-
ees  in the world are well engaged and 42% are classiﬁed
partially or completely disengaged. Other documentations
conﬁrmed that four staff out of ten are not engaged globally.
On  the other side, we  distinguished a kind of stability in
commitment levels during 2011, but we must not ignore the
upcoming  challenges of the next years concerning the work
conditions  and job opportunities that may  affect the employee
engagement.
Finally,  the previous period illustrates several and essen-
tial  efforts in order to enhance the engagement process. And
these  efforts were  perceived through improving many  areas
like:  the business unit leadership, the H.R. practices and the
brand  alignment; but all these drivers did not look to be suc-
cessful  and consistent to reach an ideal sense of engagement.
In  fact, the career opportunities, the ﬁrm’s reputation and the
compensation  affect in a big way  the engagement level.
2.1.5.  Variations  in  employee  engagement
There is a lot of difference in level of engagement; this is due
to  several factors: seniority; occupation and length of service:
We  always observe that engagement differs between all
the  employees of the same organization. As well, engagement
Fig. 4 – Pie chart of the education (N = 60).e m e n t r e v i e w 1 ( 2 0 1 3 ) 11–29
ﬂuctuates between ﬁrms; we can easily identify that senior-
ity  plays a signiﬁcant role and affects in a big way the level
of  engagement of each worker. The higher a worker is senior
in  term of position and responsibility, the greater the pos-
sibility  of being engaged. Following this perspective, general
managers,  leaders, and managers are classiﬁed as the most
engaged;  contrariwise, executives and specialized employees
are  categorized the least engaged. We also take a look over
other  factors like the biographical and personality character-
istics,  and detect the follows:
•  Age: engagement registers top scores for people under 20
years  old and those 60 years plus, however engagement
declines between 20 and 39 years old, before climbing again;
•  Ethnicity: a comparison between ethnic minority groups
and  their white counterparts demonstrates that the ﬁrst
division  (ethnic groups) has better records than the other
one  concerning engagement;
•  Disability: usually, people who suffer from a disability or
medical  problem illustrate higher engagement than normal
people  or those who lives with normal medical conditions;
•  Caring responsibilities: generally those with adult caring
responsibilities had the lowest engagement levels with their
organization, whilst those who cared for both adults and
children  had the highest.
2.1.5.1.  Individual  differences  in  engagement.  Many  studies
elaborate  the relation that exists between work engagement
and  employees characteristics. Some demographic aspects
can  inﬂuence the level of engagement and some cases show
that  older employees, particularly older men, represent higher
level  of engagement than others.
In addition, others socio-demographic factors may  affect
engagement such as the health, the psychological situation
of  an individual, and the social relationships. Following this
perspective,  persons with good spiritual state, strong physi-
cal  and healthy state and solid public and social relations will
perceive  superior engagement compared with others employ-
ees.  On the other hand, people who perform stressful jobs
and  overloaded tasks score lower levels of engagement than
people  working in a comfortable way.  A study of over 10,000
employees in the U.K. found that greater engagement is the
result  of several factors related to signiﬁcant job grade, high
education  and talents, low job tenure and absence of stressful
stories  at work such as accidents or outstanding pressure or
intended  problems caused by others.
2.2.  Family  ﬁrms  and  employee  engagement
In this section, I will discuss the case of family ﬁrms, how they
are  differed from non-family ﬁrms, how they are distributed
around the world. Then, I will mention the strengths and val-
ues  of the family ﬁrm, in addition to the discussion of the
process  of engagement and emotion from different parts.2.2.1.  Deﬁnition  of  a  family  business
A family ﬁrm is a business in which many  members of the
family  have an ownership interest toward the business. In
other  words, in a family business, two or more  members of the
i n t e r n a t i o n a l s t r a t e g i c m a n a g e m
Table 1 – General differences between family systems
and  business systems.
Family systems Business systems
Development and support of
family  business
Proﬁt,  revenues, growth
Personal relation are of primary
importance
Impersonal  relations
Rules are informal Rules are written and
formal
Members are rewarded for who
they  are
The  evaluation is based on
performance
Succession is caused by death,
divorce  or illness
Succession  is caused by
retirement  and promotion
Authority is based on family
position
The  authority is based on
the  position in the
organization
Commitment is based on one’s Commitment is based on
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Source: Hilburt-Davis and Dyer (2003).
anagement are from the owning family. All the family team
s  involved in the success of the ﬁrm.
.2.2.  Deﬁnition  of  a  managerial  ﬁrm
 non-family ﬁrm is an association of group of individuals
ho  have a common purpose and intend to make proﬁts. The
amily  here does not play any role; all the members of the
rganization are not a part of any family.
.2.3.  Difference  between  family  ﬁrms  and  non-family
rms
ee Tables 1 and 2.
.2.4.  Family  and  non  family  ﬁrm’s  performance
cConaughy, Walker, Henderson, and Mishra (1998) are
mong  the ﬁrst to show that family ﬁrms outperform non-
amily  ones in terms of efﬁciency and market valuation.
nderson and Reeb (2003) ﬁnd that companies with continued
ounding-family presence exhibit signiﬁcantly better account-
ng  and market performance measures than non-family ﬁrms.
dditionally,  Martikainen, Nikkinen, and Vahamaa (2009) ﬁnd
hat family ﬁrms are more  productive than non-family ones.
hese  authors explain in part the higher proﬁtability and val-
ation  of family ﬁrms.
.2.5.  Family  ﬁrms  around  the  world
ost ﬁrms in the world are controlled by their creators, or by
he  founders’ families. In Western Europe, South and East Asia,
he Middle East, Latin America, and Africa, the greater part of
ublicly  traded ﬁrms are family controlled. But even in USA
nd  UK, some of the largest publicly traded ﬁrms, such as Wal-
art  and Ford Motor are controlled by families. Furthermore,
0%  of companies in Australia, 1/3 of the S&P in USA, and
ore  than half of 250 largest ﬁrms on the Paris and Frankfurt
ourses  are family controlled.
.2.6.  Family  ﬁrms  strengths
tewardship theory claimed that family members are seen to
rovide rich ﬁrm-speciﬁc knowledge and strong commitment
o  the ﬁrm. Family ﬁrms generally have fewer shareholders
nd  directors than non-family ﬁrms. Family ﬁrms enclose e n t r e v i e w 1 ( 2 0 1 3 ) 11–29 15
many  advantages in terms of innovation, ﬂexibility, dual rela-
tionships,  quick decision making, high employee commitment
and  loyalty. In addition the family name and spirit, the family
dreams,  the shared values and the efﬁcient communication
play an essential role in every family business.
2.2.7.  Family  ﬁrms  values  and  employee  engagement
Today, ﬁrms can build strong employee engagement toward
the  business if the mission and vision of the organization are
supported  by corporate values (Ghoshal and Bartlett, 1994).
Therefore,  strong values can affect positively the sense of
pride  of each employee in belonging to the organization. Solid
and  strong values in family ﬁrms help the exchange of con-
tractual  employees into committed members; these values
are  more  humane, more  emotional and more  fundamental;
while the values in non-family ﬁrms are more  transactional
and more  affected by outcomes.
Furthermore,  recent studies show us that family ﬁrms are
characterized by the value of generosity, which can be seen as
a behavioral value and affect the well-being, the power and the
good  management. If we take a look at the family itself, we  can
see  that it’s a social group in which altruism encourages family
members  to look after one another. Consequently, family ﬁrms
are  very concerned for other people.
For many  researchers, generosity is an essential key for
family  ﬁrms; it can enhance the loyalty and commitment of
the  every member in the business cycle. According to psycho-
logical  research, the well-being and the satisfaction inside the
family  ﬁrms are inﬂuenced by the value of generosity (Van
Willigen,  2000).
Moreover,  the value of humility is indispensable in fam-
ily  owned ﬁrms, which is not the case in non-family ﬁrms.
This  value creates an excellent environment rich of emotional
and  psychological energy, and inﬂuences the well-being of the
employee.
Also  family ﬁrms are differentiated by the value of commu-
nication, which is very important because it helps members
to  express their needs, emotions and concerns to one another.
Accordingly, a climate of trust emerges due to a good commu-
nication  as well as the emotional and mindset collaboration
come out and affects positively the whole organization
(Tables 3 and 4).
Contemporary authors found that family ﬁrms tend to
help  the employees to be happy whereas non-family ﬁrms
help  employees to do only right things. Donthu and Kennett
agree  that engaged and committed employees contribute to
the good quality of customer services and customer satisfac-
tion  (Bernhardt, Donthu, & Kennett, 2000). Moreover, engaged
employees  offer clients with the interpersonal feeling to build
a  positive ambiance.
In  this sense, it’s very important for families in business
to  make sure that they have committed workforce which will
affect  the well-being of customers and employees. In sev-
eral  studies, factors associated with the support of autonomy
have  been shown to be positively associated with employee
engagement. Likewise, Reis et al. discovered a linkage between
autonomy  and relatedness to increasing employee engage-
ment  and commitment (Reis et al., 2000) (Tables 5 and 6).
In  addition, Entrepreneurship, excellence and quality, and
creativity  are present in every family ﬁrm, and inﬂuence the
16  i n t e r n a t i o n a l s t r a t e g i c m a n a g e m e n t r e v i e w 1 ( 2 0 1 3 ) 11–29
Table 2 – Stereotypical dichotomies regarding nonfamily and family business.
Non family business Family business
Ownership Dispersed Well diversiﬁed Concentrated Non-diversiﬁd
Governance External inﬂuence on board Internal dominance of board
Returns Largely economically deﬁned Noneconomic outcomes important
Rewards Universalistic criteria Particularistic criteria
Networks Impersonal social responsibility Personalized social responsibility
Leadership Formally educated Trained on the job
Careers Salaried managers Family members
Management Delegation to professionals
Rational,  analytical Innovative
Autocratic Emotional, intuitive
Source: Family Business Review, 25(1).
Table 3 – The socio-demographic variables (N = 60).
Variables Frequency Percentage
Gender
Male 29 48.3%
Female 31 51.7%
Education
High school 2 3.3%
University degree 41 68.3%
Postgraduate degree 16 26.7%
Marital
status
Single 37 61.7%
Married 20 33.3%
Divorced 3 5%
expression  of employee’s internal feeling, and honest lookFirms
Family ﬁrms 29 48.3%
Non family ﬁrms 31 51.7%
spirit of each member in term of creative spirit. Kashdan and
Roberts  (2004) initiate that creativity appears to foster posi-
tive  emotions. As well, there is a need to engaged employees
to  ensure the quality and the excellence in the customer sat-
isfaction  contribution (Tables 7 and 8).
In conclusion those values that characterize the family
ﬁrms  differ from those in non-family businesses. In other
words,  the values of family ﬁrms are more  oriented to people
and  collectivity which may  develop and increase their engage-
ment  to make the best business and reach long term goals.
2.2.8.  Family  ﬁrms  and  managing  people
In family owned ﬁrms, there is an appreciation that employ-
ees  correspond to invaluable competitive advantage and must
be  preserved in order to maintain a long term successful
business. So family ﬁrms must look at the well-being of
their  employees’ more  than the non-family ﬁrms (Miller & Le
Breton-Miller,  2006). In addition family ﬁrms practice low rates
of  job rotation than non-family ﬁrms. This can help employees
to  be engaged in the culture and knowledge of their company
and  increase their skills and performance. Also the low rate of
job  rotation may  represent a sense of security and control to
the employee which can be a good point to be well committed.
Table 4 – Employee engagement variable, psychological climate
variable in all the population (N = 60).
Variables Mean S
Employee engagement score 55.81 
Psychological climate score 104.81 
Communication score 71.27 
Compensation score 3.06 Rent-seeking,  stiﬂing innovation
According to Lee, family ﬁrms tend to avoid ﬁring employ-
ees  even during economic crises, and that may  create a moral
commitment inside the workforce and drive to the success of
the  organization.
The ﬁndings of Einarsen assume that family ﬁrms offer a
positive  employment atmosphere which can keep employees
at  their work for long periods of time.
2.2.9.  Family  ﬁrms  and  managing  conﬂicts
In family businesses, there are often some problems that arise
between  family members due to a certain position and per-
sonal  issues. Family ﬁrms are always exposed to such conﬂicts
more  than any other ﬁrm; which can create bad feelings and
negative  emotions and reach poor performance at the end.
Therefore,  every member should be responsible and should
care  about the relations with all the members in order to avoid
conﬂicts  and increase commitment toward the family and the
business  (Tables 9 and 10).
2.2.10.  Emotions  in  family  ﬁrms  and  emotional  intelligence
The principal driver of family ﬁrms is emotion and not money.
A  family business engenders a typical framework for human
development. Kets de Vries et al. found that emotions can
be  very essential or very destructive, so it’s important to
ﬁnd  a way  to regulate these energetic emotions in a positive
approach (De Vries & Carlock, 2008).
In order to regulate emotions, Mayor believed that employ-
ees  must distinguish their own emotional situations and those
of  other persons (Mayor, Salovey, & Caruso, 2004). Huy (1999)
deﬁnes  that receptivity to change and organizational learning
can  be powerful to the organizational success. We will con-
tinue  to talk about four essential points associated with the
emotions  in family ﬁrms; beginning with the ﬁrst organiza-
tional  emotional issue, authenticity which is related to honestexpressed  to others. Authenticity inﬂuences the well-being of
an  employee and enhances the relation and interaction with
others  (Tables 11 and 12).
 variable, compensation variable, communication
cale mean SD Min–max
45 5.951 41–66
73.5 16.113 68–144
77 11.671 49–99
2.5 1.050 1–5
i n t e r n a t i o n a l s t r a t e g i c m a n a g e m e n t r e v i e w 1 ( 2 0 1 3 ) 11–29 17
Table 5 – Employee engagement variable, psychological climate variable, compensation variable, communication
variable in the population working in family ﬁrms.
Variables Mean Population mean Scale mean SD
Employee engagement score (N = 24) 57.67 55.81 45 6.343
Psychological climate score (N = 25) 109.80 104.81 73.5 17.469
Communication score (N = 19) 67.52 71.27 77 11.95
Compensation score (N = 28) 3.51 3.06 2.5 0.875
Table 6 – Employee engagement variable, psychological climate variable, compensation variable, communication
variable in the population working in non-family ﬁrms.
Variables Mean Population mean Scale mean SD
Employee engagement score (N = 28) 54.21 55.81 45 5.188
Psychological climate score (N = 28) 100.36 104.81 73.5 13.606
Communication score (N = 18) 75.22 71.27 77 10.24
Compensation score (N = 26) 2.58 3.06 2.5 1.019
Table 7 – Comparison between people working in family ﬁrms and people working in non-family ﬁrms.
Variables Mean in family ﬁrms SD in family ﬁrms Mean in non-family ﬁrms SD in non-family ﬁrms
Employee engagement score 57.67 6.343 54.21 5.188
Psychological climate score 109.80 17.469 100.36 13.606
Communication score 67.52 11.95 75.22 10.24
Compensation score 3.51 0.875 2.58 1.019
Table 8 – Correlation between socio-demographic variables and the employee engagement.
Variable Employee engagement
r p
Age 0.164 0.244
Variables Employee engagement
Mean SD p
Gender Male 54.79 5.793
Female 56.68 6.050
0.258
Marital  status Single 55.64 5.667
Married 55.94 6.552
Divorced 57.50 9.192
0.909
Education High school 59 5.920
a
n
b
w
aUniversity degree 
Postgraduate degree 
Second, Sympathy refers to feel the general suffering of
nother  person which may  create respect and good commu-
ication  between the groups.
Third, hope is also very important as an emotional issue,
y  supporting each person and giving him a push especially
hen  he is under a difﬁcult situation or under pressure.
Fourth, fun and joy that helps the employee to be creative
nd  motivated.
Table 9 – Correlation between ﬁrms and the employee
engagement.
Variables Employee engagement
Mean SD
Firms Family ﬁrms 57.67 6.343
Non family ﬁrms 54.21 5.188
0.03656.61 5.839
53.67 5.951
0.240
All these keys of emotional intelligence affect the employee
positively by offering a typical climate of engagement and
commitment in order to continue successfully.
2.2.11.  Leadership  style  in  family  owned  businesses
Family ﬁrms are characterized by a strong personal com-
mitment that presents a major advantage (Poutziouris, 2001;
Vallejo,  2008). As well, the employment of a non-family work-
force  can have a positive impact on the success of business
Table 10 – Correlation between psychological climate
and  employee engagement.
Variables Employee engagement
R p
Psychological climate 0.328 0.026
18  i n t e r n a t i o n a l s t r a t e g i c m a n a g 
Table 11 – Correlation between compensation and
employee engagement.
Variables Employee engagement
r p
Compensation 0.360 0.014
Table 12 – Correlation between the communication and
the  employee engagement.
Variables Employee engagement
ing company’s values, employee will feel more  engaged; andR P
Communication 0.281 0.125
ﬁrms. In this climate, the survival and the long term success
of  many  family ﬁrms are associated with an effective man-
agement  of the non-family employees and their attitudes and
behaviors  (Chrisman, Chua, & Litz, 2002).
In the same context, we  can see that leadership style has a
signiﬁcant  inﬂuence on ﬁrm commitment (Dumdum, Lowe, &
Avolio,  2002; Felfe & Goihl, 2002). According to Bycio, Hackett,
and  Allen (1995) transactional leadership creates stronger
commitment than passive leadership styles. Furthermore, the
leadership  issue affects the employee satisfaction: a trans-
formational leadership can generate higher satisfaction than
transactional  one.
As  a consequence, employees working under transforma-
tional or transactional leaders are more  likely to stay at the
company  and carry on with their work.
Several authors identiﬁed that psychological ownership
creates possessive feelings which may  strengthen the con-
nection  between the employees and the organization (Pierce,
Kostova,  & Dirks, 2001). Employees who  feel possessive toward
their  job will come out with positive behavioral contributions
to  the organization.
In  addition, employees with high levels of psychological
ownership can complete extra role behaviors including sup-
porting  colleagues, volunteering for extra responsibilities and
orienting  new employees (Mayhew, Ashkanasy, & Bramble,
2007).
2.2.12.  Culture  and  continuity  in  family  ﬁrms
The culture of a family business is one of the main factors
that  inﬂuence the success of the ﬁrm beyond the ﬁrst genera-
tion.  According to many  authors, cultural values must reﬂect
the  acceptance of norms and values, the sharing of these
common norms and values, their impact on the enterprise,
and  their ﬁtness with the external environment. These norms
and  values can be social (freedom, equality) moral  (politeness,
helpfulness, forgiveness) business related (responsible, com-
municative,  synergy, fairness, transparency, etc.).
Following Dyer (1986), Altruism is a unique practice that
affects  positively the members of family ﬁrms; it encourages
a  family member to be concerned to others, it promotes loy-
alty  and commitment to a business success. Altruistic culture
reﬂects  the act of giving and sacriﬁcing in order to cultivate
the  well-being of every person in the ﬁrm. In addition, Dyer
(1986)  deﬁnes familial goals and values as essential factors in
family ﬁrms.e m e n t r e v i e w 1 ( 2 0 1 3 ) 11–29
As  well, family ﬁrms are characterized by a competitive cul-
ture  that encloses loyalty, reputation, trust, beliefs, long term
strategy,  control and inimitability. Family ﬁrms react faster
against  environmental changes.
2.2.13.  Stewardship  theory  and  level  of  commitment
Stewardship theory seems to be like positive actions that
affect  other people. These actions can be perceived through
the  long term welfare contribution and through supplying the
others  with constant needs. In this theory, people have the
ability  to participate in the decision making process, they have
a  common interest which is manifested by the well-being of
all  the team. Two factors affect the governance according to
this  theory: the control and the reward  systems. The control
systems  promote high collaboration, high level of autonomy
and  responsibility. The reward systems allow the compensa-
tion  and the development of the workforce in order to ensure
their  growth and their commitment to the organization. For
this  purpose, there is a strong connection between steward-
ship  behaviors and affective commitment (Uhlaner, Floren, &
Geerlings,  2007). The reward  systems facilitate a mutual social
exchange;  that promote many  emotions such as feeling of
gratitude,  this particular feeling can lead to civic engagement
(Emmons & Shelton, 2002).
Furthermore, stewardship theory focuses on psychologi-
cal  ownership that motivates the person to protect his ﬁrm
and  his mission (Luthans & Youssef, 2009). The psychological
ownership helps the employee to feel in control, to identify
himself  as a part of the organization and to connect strongly
to  the organization.
H1.  There is a relation between family ﬁrms and employee
engagement.
2.3.  Employee  engagement  drivers
Employee engagement is a key business driver for organiza-
tional  success. High levels of engagement in domestic and
global  ﬁrms promote retention of talent, foster customer loy-
alty  and improve organizational performance and stakeholder
value.  A complex concept, engagement is inﬂuenced by many
factors-from workplace culture, organizational communica-
tion  and managerial styles to trust and respect, leadership
and  company reputation. For today’s different generations,
access to training and career opportunities, work/life bal-
ance  and empowerment to make decisions are important.
Thus, to foster a culture of engagement, HR leads the way
to  design, measure and evaluate proactive workplace policies
and  practices that help attract and retain talent with skills and
competencies  necessary for growth and sustainability.
2.3.1.  Factors  leading  to  employee  engagement
Recent studies identify many  factors which help employees to
be well engaged. Some of them are:
2.3.1.1.  Clearness  of  company  values.  By clarifying and apply-he  will be highly committed to the ethics and standards.
“Employees who are highly engaged have a clear line of
sight.”  – Watson Wyatt. Line of sight refers to the employee
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nderstanding the strategic objectives of an organization and
ow  to contribute to those objectives (Boswell & Boudreau,
001). As a result, the employee will be aware of his respon-
ibilities; his values will be connected to the organization
ission and his emotional commitment and engagement will
e increased.
.3.1.2.  Empowerment.  Regarding the internal work of a ﬁrm,
ost  engaged employee can create a competitive environ-
ent  and push the others workers at all levels to move  and
how  their best on all sides. The employment brand men-
ioned  by Sartain and Schumann plays a fundamental role
Sartain  & Schumann, 2006). The employees are emotion-
lly  connected in order to deliver the requested business and
ervices  to the customers. According to Farmery, an orga-
ization  inﬂuences its employee’s engagement by attracting
he  workforce on the basis of its brand. Therefore, employee
ngagement is described as a result of three dynamic compo-
ents:  the employee, the organization, and the brand.
Krell  (2005) gives a big importance to the level of commit-
ent inside the service industry, especially when the product
s  the essential link between the employee and the customer.
In  addition, the more  the employees feel they have the right
o  make decisions, the more  they become engaged. Empower-
ent  gives the employees the feeling of trust and conﬁdence,
mproves their creativity, and motivates them in order to bring
uccess  to the business
.3.1.3.  Fair  treatment.  The employee can feel engaged if the
anager or the boss treats him in the same way  regarding the
pportunities  for growth and promotion. Every employee has
is needs, skills and motivations, and must be recognized in
 fair way  like all his co-workers. Furthermore, the managers
nd  leaders must deal and communicate with the staff in a
espectful  way.
.3.1.4.  Family  friendliness.  If the ﬁrm shows some care to
he  employee’s family, the engagement then will be highly
nﬂuenced (everybody is usually attached emotionally to the
amily).  Organizations try new strategies in attracting and
ngaging  employees by enhancing employee mobility, improv-
ng  family and work models and many  other demographical
hanges. Work-life balance is the proper deal of role-time com-
itments that takes into consideration the good functioning
t  work and at home, with lowest role conﬂict and maximum
atisfaction (Sverko, Arambasic, & Galesic, 2002). Work-life
alance also suppose pleasant and equilibrant arrangement
etween employee’s work duties and his personal life (Sverko
t  al., 2002). Furthermore, Eikhof and Warhurst consider that
ork  and family form a unique coin having equal importance
Eikhof, Warhurst, & Haunschild, 2007).
.3.1.5.  Team  work  orientation.  The cooperation and coordi-
ation is vital in every organization. And of course the results
ill  remain: success and engagement. When we say team-
ork,  we state also support, collaboration, relationships, etc.
arious studies have demonstrated that teamwork and collab-
ration  can forecast a ﬁrm’s shareholder value and successful
eam  in term of productivity and effectiveness. Trust and e n t r e v i e w 1 ( 2 0 1 3 ) 11–29 19
conﬁdence  are very necessary and essential in order to build
collaboration spirit.
2.3.1.6.  Organizational  reputation.  Employees are often
engaged by working for ﬁrms that have a reputation as a best
employer.  These kinds of organizations will offer them many
advantages  that are not available somewhere else.
Following Aon Hewitt, employee engagement and repu-
tation  are directly connected (Hewitt, 2012). Toronto, Dec. 5,
2012/CNW/ – It’s no coincidence that the top 35 organizations
identiﬁed as 2013s Best Employers in the Greater Toronto Area
(GTA)  also have the most highly engaged employees.
2.3.1.7.  Technology.  Many companies are investing in technol-
ogy all over the world; it’s one of the best ways  to attract clients
and  make proﬁts. Accordingly, the employee will feel pleased
and  thankful to be updated with the technology and will be
engaged  in fulﬁlling his work.
Also, the technology will help all the members of the orga-
nization  to be connected easily and effectively. The internet,
intranet,  mobile systems are an example.
2.3.1.8.  Customer  satisfaction.  The employees’ efforts in per-
forming the products and services can drive to a customer
satisfaction, which encourage and engage them to keep doing
the  best in order to satisfy customers. On the other side,
customer satisfaction affects positively the engagement pro-
cess.  When the worker believes that the client is satisﬁed,
he  will be motivated, rewarded, and satisﬁed. Also, a feel
of  trust and self-conﬁdence will come into his mind, which
can  lead to a better engagement in doing business. There-
fore,  customer satisfaction is an essential key driver that
affects  the heart and mind of each brave employee, and as a
result:  trust, motivation, commitment and excellent behaviors
emerge.
2.3.2.  The  social  engagement
Every company plays an economic role that is very essential
to  the development of the national economy including the
private  and the public ﬁrms, the ﬁnancial institutions and all
the  market. So the employee in general is engaged, emotion-
ally  or rationally, in order to contribute positive matters to the
economy.
On  the other side, each organization must also fulﬁll social
functions that have positive consequences on the commu-
nity.  For this purpose, such organizations may  adopt corporate
social  responsibilities, and the stakeholders together with the
employees  are engaged to help concerning this process.
Some  corporate social responsibilities actions are:
•  Fair treating of the workforce in overseas countries, and act-
ing  positively regarding environmental issues like energy
consumption, waste and recycling;
• Penetrating some projects that contribute to the develop-
ment  of the country and assisting the employees in such
projects  like providing clean water for example;• Participating in the development of the environment by
going  through events that may  improve the nature;
•  Contributing positively to the community through charita-
ble  donations.
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2.3.2.1.  Corporate  social  responsibilities  and  employee  engage-
ment. “Most responsible and successful leaders know that
business cannot succeed if society fails.” – Dr. Bradley K.
Googins  (Googins, 2006). Organizations should consider the
interests  of customers, employees, shareholders, communi-
ties  and external environment. According to Googins; CSR is
a relationship engagement strategy, in addition, it affects the
heart  and mind of employees and drives their engagement
(Pitt-Catsouphes & Googins, 2005). Firms have traditionally
applied corporate social responsibility (CSR) initiatives as
a  way  of protecting positive public and investor relations
(Altman & Vidaver-Cohen, 2000; Wymer  & Samu, 2003). Con-
cerning  these programs, they are observed as corporate acts
of  charitable giving which have developed beyond gener-
ous  donations to include cross-sector alliances (CSA) with
nonproﬁt  organizations (Wan-Jan, 2006; Wood, 1991). CSAs
are  created based on strategic, operational and cultural syn-
ergies  between the two organizations and have primarily
focused on advocacy relationships and caused-based mar-
keting  campaigns (Berger, Cunningham, & Drumwright, 2004;
Milne,  Iyer, & Gooding-Williams, 1996). Recently, scholars
have  recommended that managers and superiors must know
the  importance of CSR programs  in the reinforcement of
their  business’s culture (Kermani, 2006; Porter & Kramer,
2006).
Pfau  and Kay (2002) add that a good business culture
is  perceived in attracting and retaining knowledge workers.
The  emotional employee-employer connection is deﬁnitely
related  to employee engagement (Buckingham & Coffman,
1999;  Gibbons, 2006).
Quantitative  studies have proposed that the social respon-
sibility  degree of employers is an important driver to the
engagement of employees (Aselstine & Alletson, 2006; Harter,
Schmidt,  & Hayes, 2002).
2.3.2.2.  Health  and  safety.  Employees will feel much  more
engaged  if all the factors related to their work are safe and
healthy  (Internal environment, equipment’s, working condi-
tions,  etc.).
In  addition, there is a clear relationship between employee
engagement and other keys such as hours worked, intention to
leave, self-reported sick leave and self-reported performance
according to the elements of the APS employee engagement
model.
Collins and Bell consider that employee engagement can
be  promoted through health and wellness programs  (Collins
&  Bell, 2011). As an example, a ﬁrm offers its workforce an
incentive  if they go to the gym twice a week for 10 of 12 con-
secutive  weeks. Others ﬁrms do not allow people to smoke
in  their properties and some of them charge smokers. Other
examples  could be illustrated like saving energy, recycling, and
using  healthy resources by the workforce (water, electricity,
cups)
Implementing paperless technology to support green ini-
tiatives  not only improves environment, but it can also play
big  role in employee engagement. Recent research from the
Chartered  Institute for Personnel and Development found that
workers  are often impressed by a company’s environmental
consciousness. A survey of more  than 4000 people carried out
by recruitment job site MonsterTRAK found that 90 percente m e n t r e v i e w 1 ( 2 0 1 3 ) 11–29
of  people prefer to work for an environmentally friendly
employer.
2.3.2.3.  Job  stress  and  employee  engagement.  Many  factors in
the organization can lead to stress: physical environment,
lack of psychological resources, work load, insufﬁcient job
autonomy,  role ambiguity, environment pressure, inadequacy
between  worker abilities and job demands, etc. (Coetzer &
Rothmann,  2007; Schaufeli & Bakker, 2004). Organizations
must care about the level of stress of their employees in order
to  keep them engaged and involved in performing the best
work.
2.3.3.  External  forces
Several external factors are associated with the concept of
employee  engagement:
•  Family and personal relations inﬂuence;
• Personal character of the employee;
• Political and economic situation of the country;
• Employee education;
•  Employee capabilities and strengths;
• The previous experiences of the employee.
H2 There is a relation between psychological climate and
employee  engagement.
2.4.  Employee  engagement  through  leadership,
communication and  beneﬁts
Our second section will continue to explain the importance of
engagement,  the evaluation of an employee commitment and
how  to retain the engagement process as the center and the
heart  of every organization and every success.
2.4.1.  Leaders  and  employee  engagement
Great leaders are required for employee engagement: Great
leaders  may  encourage passion and commitment in others;
they  ﬁt between employees and connect them to the organi-
zational  goals; they build trust in employee’s behaviors and
reinforce  their trust; great leaders recognize their employees
on  a continual basis (Seijts & Crim, 2006).
Practitioners and academics conﬁrm that competitive
advantage can be the result of an engaged workforce; that’s
why  leaders must do every possible effort in order to engage
employees. According to the literature, leaders should apply
the  10 C’s of employee engagement: Connect, Career, Clarity,
Convey,  Congratulate, Contribute, Control, collaborate, Credi-
bility,  Conﬁdence.
2.4.2.  Communication
The effective communication serves as a channel for sup-
porting  employee engagement drivers (career development,
rewards, safety, sufﬁcient resources, management’s interest
in  well-being, autonomy, etc.).
Internal communication is a key driver of engagement
(Baumruk, Gorman, & Gorman, 2006; Hoover, 2005; Woodruffe,
2006;  Yates, 2006). Hoover added that a successful com-
munication process retains the employees and preserves
their  engagement even in difﬁcult times and for sure the
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rganization will persist strong (Hoover, 2005). The engage-
ent  will reach an extra level if the employee has the right to
articipate in the decision process and shares his feelings and
pinions  with the colleagues and teamwork through effec-
ive  channels of communication: telephone, live interaction,
ails,  letters, internet, etc.
Baumruk et al. (2006) describes the communication as par-
icular  force that enhances engagement.
Watson Wyatt said that organizations that respects the
orms  of communication and applies it effectively will pro-
uce  higher levels of engagement than others.
Pettit ﬁnds that the internal communication can create a
ob  satisfaction which affects positively the employee engage-
ent  and the productivity.
Effective  communication is very essential to employee
ngagement: at ﬁrst the organization must communicate the
ision  to all the employees, plus, the staff must be informed
ontinually about goals, changes, roles, strategies. In order to
each better success, feedback may  improve the communi-
ation  and could lead the workers to be aware of their goals
Seijts  & Crim, 2006).
From  the Engaging Brand blog, Communications should
esonate:
 R Is it rational: Does the employee identify the purpose of
the  message communicated?
 E Does the message explain: therefore can the employee
surely realize the message?
 S Does the message suggest and embrace the role of the
employee in the communication process?
 Does the message offer an effective and successful
approach to deliver what is necessary?
 N Does the message propose new issues that concern rec-
ommendations, approaches, and evidences?
 A Is the message aspirational – as a result, the employee will
accomplish  things better?
 T Does the message tempt the employee by notifying the
part  that should be assigned to him?”
 E Does the message touch the feelings of the employees
in order to empathize with it and apply the necessary?
(Farmery, 2007)
.4.3.  Performance  appraisal  and  beneﬁts
 high level of employee engagement can be perceived if the
valuation  process concerning his performance is fair and
ransparent.  The employee should be rewarded for his inno-
ative  ideas, for his hard work, for his productivity and loyalty.
n  the other side, salaries, bonus, career opportunities, insur-
nce,  and all type of compensations may  inﬂuence the level of
ngagement  of each employee. Employee engagement can be
ost if goals and accomplishments are not rewarded. Accord-
ng  to Saks (2006), organizations must offer beneﬁts that
re  desired by employees, which could increase the level of
mployee  obligation and engagement.
Nowadays, international and local enterprises encourage
he  workforce to be more  motivated and engaged by orga-
izing  effective schedules for employee promotion, by giving
ages  to employees in economic crises (cover basic living
xpenses,  keep up with inﬂation), by offering valuable gifts e n t r e v i e w 1 ( 2 0 1 3 ) 11–29 21
to  the staff in Christmas, Easters, and all kind of celebration
times. Additionally, successful organizations always organize
its  employee’s duties: responsibilities are well distributed and
divided  and as a result the employee will feel at ease and
tend  to be engaged. Furthermore, many  services can drive to
engagement, such as medical services, effective transporta-
tion  and food allowances, Social Security to health insurance,
retirement programs, paid leave, child care expenses, ﬂexi-
ble  working schedules, tickets to events, subsidized housing,
etc.
In  the same perspective, Literature and management con-
sultants  always invite employees to express their points of
view  related to all kind of beneﬁts following opinion surveys
as  an effective way to obtain feedback and engage employees.
Studies  followed by Opkara and Samad show that employee
and  job satisfaction is a principal driver to employee commit-
ment  (Okpara, 2004; Sarnad, 2007). In other words, employee
satisfaction is an emotional situation that can be created
through a ﬁnancial reward  (Kreitner & Kinicki, 2006). Miller
and  al. said that ﬁnancial resources are the best factors that
lead  to create employee satisfaction; Grace and Khalsa and
Boyt  et al. and many  others shared the same literature (Grace
&  Khalsa, 2003).
H3.  Communication is related to employee engagement.
H4. Compensation is the most primordial and indispensable
factor related to employee engagement.
2.4.4.  How  to  evaluate  employee  engagement
First, we have to take a look into the “barriers to engage-
ment”. Lockwood (2007) supposes that bureaucratic behavior
may  affect negatively the process of engagement. Also, being
over-worked increases the employee’s stress and is perceived
as  unhelpful to the employee engagement. Strategic Academic
Advisor  at Acas National, suggested six key factors that limit
or  damage engagement:
•  Employment stability: panic of losing an employment
speciﬁcally if there are no other opportunities or in period
of  recessions;
•  Inaccuracy and improper directions related to compensa-
tion  factor;
•  Monotonous tasks and work routine;
• Inﬂexible climate and stressful job;
• Ineffective managers and leaders or an unsuccessful man-
agement  quality;
•  Being highly overloaded without taking a rest.
Other researches like Blessing White (2008) found that lack
of  trust in management may  disengage employees. In order to
manage this disengagement, various studies illustrate good
strategies:The process of listening to the concerns of the employees
must be followed employers carefully. This practice will make
them  engaged and will drive to a maximum satisfaction and
performance.
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2.4.4.2.  Identifying  the  extent  of  employee  engagement.  Gallup
deﬁnes 12 statements that help to develop signiﬁcant answers
related  to employee feelings, employee needs, employee well-
being  and employee rewards. As well, these statements lead
to  evaluate the engagement and try to concentrate on the fol-
lowing  points that concern the employee:
• The expected functions he is required to accomplish
• The necessary resources to achieve his work objectives
•  The continuous abilities necessary to perform in a perfect
manner in the workplace
•  The recognition of his signiﬁcant contribution
• The fair treatment of his existence in the company
• The motivation of his progress
• The support of his ideas and opinions
• The way  of dealing with his progress
• The chances related to learning and promotions
• The commitment of his colleagues
• His feelings regarding the job importance in accordance
with the mission of the company
• His relationship status with the teamwork
2.4.4.3.  Understanding  the  employee  problems.  The concerned
people  should focus on the areas that cause disengagement
in order to make corrective measures.
As a result, we  can conclude that retaining and increas-
ing  employee engagement is marked by the organization itself
and involves a perfect mix  of time, effort, commitment and
investment  to create a successful endeavor.
2.5.  Engagement  and  H.R  practices
The Human Resources department must take some initiatives
concerning each employee covering the following issues:
i.  Job Development and beneﬁts of Personal Development:
Firms can help the employees to have good skills, to learn
new  things and expand their knowledge, and to increase
their  abilities in order to realize their goals. All these
facilitate the personal development, and lead to create
engaged employees. The employee development can be
established  during the hiring, selecting, and orienting
processes and through the daily employment. Addition-
ally,  Towers Perrin considers that providing interesting
and challenging work is a particular work condition that
a  company could adopt in order to enhance employee
engagement and loyalty (Perrin, 2007–2008).
ii. Improvement of career and effective management of tal-
ent:  in order to preserve the most talented employees,
the ﬁrms always adopt a strategic career development.
Employee development is an essential component to
achieve  employee engagement (Robinson et al., 2004).
Employee  development plan is necessary for each mem-
ber  of the organization in order to match the employee’s
job and goals with the organizations goals. And for sure,
the  organizations retain the skills and talent necessary
for  operational excellence. In the spirit of job improve-
ment, employee engagement can be enhanced through
better  job design: employees can be connected to a
group  of colleagues and associated to some tasks thate m e n t r e v i e w 1 ( 2 0 1 3 ) 11–29
ﬁt their abilities and talents (Kristof, 1996). When an
employee goes into the organization; he must explore the
ﬁrm’s  policies and culture. There are for sure some spe-
ciﬁc  locations where the employee will learn about the
communication and job skills. During several programs,
the  new body will learn about every possible and
expected skill and his mind will be focused on the orga-
nizational culture and will be completely enhanced.
iii. Learning events: Employees’ engagement can be con-
cerned  through seminars, workshops, well designed
training programs, quizzes. Moreover, the employees
must be exposed all the time to all the news, all the
information and all the knowledge related to their work
through newspapers, magazines, intranet, etc.
iv. The H.R. organizes many  events that bring joy and happi-
ness  to the heart of employees like a day out for example,
or  an annual lunch or dinner to all the employees accom-
panied with husbands and spouses. All these steps may
improve  employee engagement.
v. In  addition, The H.R arranges sports events that concern
only  the members of the organizations like football, bas-
ketball,  tennis, volleyball.
vi.  Likewise, the H.R can send specialized persons to ask
employees about their work, their needs. They support
their  job and make necessary actions in order to make
them  feel secure and engaged.
vii.  The H.R supports communication strategies that may
energies the workforce and enhance their engagement.
As an example: “branding” is a type of strategy that is
communicated to employees as the right message about
the  company, which can improve the process of com-
mitment and build employee conﬁdence. The H.R should
often  communicate all the aspects of the company to all
the  employees.
viii. In addition to the compensational beneﬁts, the H.R can
engage  the workforce by offering a certain promotion to
the  employees who really deserve that.
3.  Methodology
3.1.  Research  methodology
3.1.1.  Meaning  of  research
Redman and Mory (1923) deﬁne research as a systematized
effort to gain new knowledge. Some other people deﬁne the
research  as a movement  from the known to discover the
unknown.  The objective of a research is to get answers to
speciﬁc  questions through a scientiﬁc technique and to test
hypotheses  of causal relationship between two variables. Peo-
ple are motivated to apply a research because they have the
curiosity  to discover new things, and they desire to understand
the  relation that occurs between two or more  variables.
3.1.2.  Objectives  of  research
A research can be classiﬁed into descriptive, correla-
tional, explanatory, and exploratory divisions. The descriptive
research  allows describing a situation, a phenomenon, an
event  or a speciﬁc problem and elaborates information about
these  issues. The correlational research leads to establish a
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elationship between two or more  variables that are related
o  a reality or fact. The explanatory research clariﬁes all the
imensions  of the relationship between the variables of a phe-
omenon.
The exploratory research refers to the study of a speciﬁc
rea  in order to execute a particular research in the ﬁeld. A
easibility  study can be associated as a good example for this
ype  of research.
Concerning our study, we used to follow these kinds of
bjectives in order to make a perfect research. In other words,
e  had described the subject and the problematic in all its
spects,  then we  established the necessary variables and cor-
elations  related to the study, and we  clariﬁed why and how
here  is a relationship between the variables; in order to get
onclusions  and verify hypothesis that may  help us to discover
ew  areas and new ﬁelds that are related to our main subject.
.1.3.  The  qualitative  and  the  quantitative  research
 research can be quantitative or qualitative; the quantitative
esearch refers to the systematic empirical investigation of
ocial  phenomena through statistical or computational tech-
iques.  The main purpose of a quantitative research is to
uantify  data and generalize results from a sample to the pop-
lation  of interest. On the other hand, a qualitative research
s  related to qualitative phenomenon. In our study, it’s about
 quantitative research.
According  to Bryman (1992), the separation between the
uantitative and the qualitative research is very essential. In
ur study, the quantitative method is supported since we  use
o  resonate logically and objectively in order to build and test
ur  hypotheses.
.1.3.1.  Systematic  reasoning.  Literature review  Hypothesis
 Research technique  Results
Our research will be based on logic and objectivity, as well;
ur  aim is to look for the reality and to discover new areas
hrough a particular study in the ﬁeld.
The reasoning process will take into consideration the pre-
ious  theories that give us the possibility to formulate many
ypotheses, and then applying a methodology in order to col-
ect  data and ﬁnally elaborate all the possible results related
o  the subject.
.1.4.  Research  reliability  and  validity
eliability if often related to a set of data and experiments,
nd it refers to the production of similar results under differ-
nt  conditions over time. There are three aspects of reliability,
hich  are: equivalence, stability and internal consistency. It’s
ery important to distinguish between those parts. The equiv-
lence  aspect is associated with the correlation of scores
etween variants of the same instrument or between the
nstruments. A high score will lead to a high equivalence.
The stability aspect is the way  of getting identical scores
ith  duplicated testing with the same group of individuals.
he  internal consistency aspect deﬁnes the degree to which a
roup of items measure the same construct.On the other hand, the validity refers to the evaluation of
he  estimations and the comparison between the measured
nd  predicted values. The internal validity is identiﬁed when
he  independent variables affect the dependent variables. This e n t r e v i e w 1 ( 2 0 1 3 ) 11–29 23
type  of validity allows testing the efﬁciency of the coming
results.
The  external validity leads to determine the degree of accu-
racy  of the obtained results. Construct validity is the degree to
which an instrument measures the trait or construct that it is
intended to measure.
3.1.5.  Sample  selection
Sampling means selecting a part of the population to deal with
in  order to save time and cost. Probability sampling refers to a
group of individuals chosen randomly and each person has the
same  probability of being chosen during the sampling process;
the  simple random sample, the systematic sample, and the
stratiﬁed  sample are examples reﬂecting this technique.
Non-probability sampling is a technique that does not give
all  the individuals in the population equal chances of being
selected;  Judgmental sample and quota sample are examples
reﬂecting this technique. In our study, we  need to apply the
non-probability sampling method since we  used to identify
employees who belong to family ﬁrms and employees who
belong  to non-family ﬁrms.
In order to obtain superior results, we need to apply a good
sample  selection. For this reason, we used to deal with a pop-
ulation  of individuals working in different organizations and
capable  to establish real issues about the process of engage-
ment.
Accordingly, the study involved a group of 60 employees
working in family ﬁrms and non-family ﬁrms from private and
public  sectors.
At  the same time, we tried to choose an effective sample
that  reﬂects the following features:
• The sample covers employees spread all over the Lebanese
territory;
•  All the concerned employees belong to a good level of
knowledge and culture;
•  The ﬁrms selected are well reputed and cover different sec-
tors  in the Lebanese economy: Hotels, banks, restaurants,
hospitals, private enterprises, and public enterprises
3.2.  The  collection  and  processing  of  data
3.2.1. Research  technique
The data collection may  be executed through different meth-
ods,  which can be summarized by the following:
Archival research is deﬁned as a primary research that
gives  us the opportunity to collect information from original
archival  records;
Case  studies are identiﬁed as an analysis of a speciﬁc phe-
nomenon in order to illustrate a principle.
Experiment is a cause and effect method which leads us to
establish  the validity of a hypothesis.
Interview involves conversations and questions between
the  interviewer and the interviewee in favor of collecting data.
Survey  is a method of collecting data that may  be associ-
ated  with a questionnaire, and can be interpreted statistically.
We  have a lot of others techniques that we  may  identify
like  the content analysis, the meta-analysis, the observational
study,  and so on.
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For this purpose, it’s very important to deﬁne the most
appropriate research technique related to our study. It’s about
a  questionnaire that consists of a set of questions presented
to  respondent for answers.
A questionnaire can include many  forms of
questions:
• Open questions, in which possible answers are not sug-
gested,  and the respondent answers it in his own words;
•  Half open questions also help the respondents to express
their  own point of view;
• Multiple choice questions, which respondents are restricted
to  choose among any of the given multiple choice answers;
•  Dichotomous questions gives the respondent the chance to
choose between 2 possible responses;
• Questions based on level of measurement, example: the Lik-
ert  questions are an example that attempts to measure on
an  interval level;
•  Bipolar questions are the one shaving two extreme answers
written  at the opposite ends of the scale. The respondents
are asked to mark their responses between those two;
•  Rating scale questions gives the respondent the choice to
rate  a particular issue that range between poor to good.
In  order to achieve the study, it’s very necessary to collect
all  the information and data from different sources and in
an  efﬁcient way.  For this purpose, we  use to perform a ques-
tionnaire  with closed questions with the possibility to use
different  types of scales.
The  questionnaire seems to be the most appropriate
method in order to obtain satisfactory answers for our study.
Also,  this method has many  advantages: ﬁrst, it provides
answers that can be quantiﬁed and synthesized; second, it can
be employed with a large number of respondents with respect
to  their anonymity and their opinions. The questionnaire was
distributed  to the population through email, personal delivery
and  phone calls; and the research work was  executed with full
energy and wonderful spirit to obtain maximum responses.
As  well, the questionnaire was  achieved in the ﬁrst quarter of
2013.
Moreover,  the collection of more  data can be accomplished
through direct researches and studies. Our questionnaire is
composed of 5 parts:
The  ﬁrst part is related to general information about the
employee  concerning his age, gender, marital status, and
nature  of business (family business or non-family business).
The  second part is composed of 21 questions associated to
the  psychological climate that affects the employee engage-
ment.
The  third part is related to the compensation variable and
is  formed of 18 questions.
The  fourth part is about the communication factor and
contains 22 questions.
The  ﬁfth part with 18 questions reﬂects the employee
engagement.3.2.1.1.  Responses.  Our study registered many challenges
related to the ﬁlling and the collecting of the questionnaire.
Among the responses, around 35 persons did not answer thee m e n t r e v i e w 1 ( 2 0 1 3 ) 11–29
questionnaire,  some others were not interested. But after sev-
eral attempts, we  succeed to meet the requested responses.
3.2.2.  Deﬁning  variables
The variables are divided into dependent and independent
variables. In this research, the dependent variables reﬂect the
employee  engagement in family ﬁrms and non-family ﬁrms,
and  the independent variables are composed of 5 factors: the
psychological  climate, the communication, the compensation,
the  business intervention, and the nature of business.
In  fact, the independent variable inﬂuences the dependent
variable, in other terms, it represents the output or effect and
it  will be tested to see if it has any effect. Following our study,
the  dependent variables related to engagement in family and
non-family  ﬁrms are tested according to the organizational
commitment questionnaire (OCQ) presented by Meyer and
Allen,  which includes three types of employee commitments
(Meyer & Allen, 1997):
•  The affective commitment;
•  The continuance commitment;
•  The normative commitment.
Following  this model, the engagement of the employee will be
analyzed through many  items:
• His emotional attachment;
•  His feelings;
•  His obligation toward the organization;
• The chances and the consequences of leaving the organiza-
tion;
•  His loyalty.
On  the other hand, the independent variables related to the
psychological climate, compensation, and communication are
analyzed according to different items:
3.2.2.1.  Psychological  climate.  The psychological climate is
measured according to an analysis based on Kahn’s study
of  organizational factors related to engagement (Kahn, 1990):
some  of these factors are:
•  Boss ﬂexibility and support;
•  Clarity of norms and responsibilities;
•  Personal feelings;
•  Availability of resources;
•  Self-expression;
• Challenges.
3.2.2.2.  Compensation.  Compensation is measured through
the  pay satisfaction questionnaire prepared by Heneman,
Herbert, and Schwab (1985). This instrument analyses the dif-
ferent components of compensation summarized by:
•  Salary
• Level and size of salary
•  The overall package
•  The value of the beneﬁts
•  The past, and futures raises
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 The inﬂuence of the supervisor
 The compensation concerning other job in the organization
.2.2.3.  Communication.  The communication is measured
hrough the organizational communication scale designed by
oberts  and O’Reilly (1974). This instrument includes several
imensions:
 The interaction in all its aspects with the manager
 The interaction with the subordinates
 The interaction with the peers
 The methods of communication
 The clarity of information
 The Consistency of information
 The desire for interaction
 The trust and the overload issues
Our main objective is to ﬁnd acceptable and signiﬁcant
nswers to our 4 hypothesis:
1.  There is a relation between family ﬁrms and employee
ngagement.
2.  There is a relation between psychological climate and
mployee  engagement.
3.  Communication is related to employee engagement.
1. Compensation is the most primordial and indispensable
actor related to employee engagement.
.2.3.  Data  processing
here are 3 types of data analysis: the descriptive analysis
hich  serves to demonstrate the value of the dependent vari-
ble  in order to build statistical relationships between the
ariables.
The  explanatory analysis serves to accept of decline the
ypothesis according to statistical studies.
The comprehensive analysis serves to arrange a rela-
ion  between the interpreters’ perceptions and the obtained
esults.
In  our research, we  used to analyze the data through the
PSS  software that helped us to answer the problematic and
et  consistent data
.2.4.  Conclusion
fter discussing the research design, the sample analysis, the
ata-collection  methods, the measuring instruments, and the
ata  processing, we  are going to move  to the chapter four to
resent  and analyze the results.
.  Analysis  of  the  empirical  results
.1.  Descriptive  analysis.1.1.  The  socio-demographic  variables
he sample is made of 29 male (48.3%) and 31 female (51.7%).
ost  of them have either university degree (68.3%) or post-
raduate  degree (26.7%). Only few ones have only high school e n t r e v i e w 1 ( 2 0 1 3 ) 11–29 25
degree  (3.3%). 61.7% of all the population are single, 33.3%
are  married and 5% are divorced. 29 of them (48.3%) work in
family  ﬁrms and 31 (51.7%) work in non-family ﬁrms. The
mean  age of the sample is 31.80 years.
4.1.2.  Variables  interpretation  in  all  the  population
The mean score of the employee engagement is 55.81; it is
above  the scale’s mean (45). The mean score of the Psycho-
logical  climate (104.81) is also above the scale’s mean (73.5).
The  communication mean score of the population (71.27) is
below  the communication mean of the scale (77) and ﬁnally
the  compensation mean score of the population (3.06) is above
the  compensation mean of the scale (2.5).
4.1.3.  Variables  interpretation  in  family  ﬁrms
The mean score of the employee engagement in people work-
ing  in family ﬁrms is 57.61; it is above the scale’s mean (45) and
above  the mean score of all the population (55.81). The mean
score  of the Psychological climate in people working in family
ﬁrms  is (109.80), it is also above the scale’s mean (73.5) and the
mean  score of all the population (104.81).
The communication mean score of the people working
in  family ﬁrms is 67.52, it is below the scale’s mean score
(77)  and the mean score of all the population (71.27). Finally
the  compensation mean score of the people working in fam-
ily  ﬁrms is 3.51 it is above the compensation mean of the
scale  (2.5) and the compensation mean of all the population
(3.06).
4.1.4.  Variables  interpretation  in  non-family  ﬁrms
The mean score of the employee engagement in people work-
ing  in non-family ﬁrms is 54.21; it is above the scale’s mean
(45)  but below the mean score of all the population (55.81). The
mean  score of the Psychological climate in people working in
non-family ﬁrms is (100.36), it is also above the scale’s mean
(73.5)  but below the mean score of all the population (104.81).
The  communication mean score of the people working in non-
family  ﬁrms is 75.22, it is below the scale’s mean score (77)
but  above the mean score of all the population (71.27). Finally
the  compensation mean score of the people working in non-
family  ﬁrms is 2.58 it is above the compensation mean of the
scale  (2.5) and the compensation mean of all the population
(3.06).
4.1.5.  Family  ﬁrms  versus  non  family  ﬁrms
This comparison shows us that employee engagement mean
score,  psychological climate mean score, compensation score
are  more  increased in family ﬁrms. On the other side commu-
nication  mean score is more  increased in non-family ﬁrms.
4.2.  Correlation  analysis
4.2.1.  Socio-demographic  variables  and  employee
engagement
The results show us that there is no signiﬁcant correla-
tion between any of the socio-demographic variables and the
employee  engagement.
According to some key ﬁndings discussed in the chapter
1,  the age, the seniority, the position and the education affect
the  level of engagement. However, in our research, there’s no
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relation between the demographic variables and the employee
engagement; and this result may  be explained through several
points:
First,  in Lebanon, the employee engagement is never
affected by his age, we always see old men  and women  who are
not engaged and we  often meet old workers who are engaged,
the  same thing is for young people. A similar description con-
cerns  the education and the position, for example, a manager
or  a leader may  score lowers level of engagement than execu-
tives  and the opposite is true.
Second, the process of employment in the Lebanese com-
munity  is not organized, and is inﬂuenced by many  negative
factors:  we  perceive lots of political and religious interventions
for  the beneﬁt of a speciﬁc person to occupy some positions
or  to be promoted without taking into consideration his edu-
cation  status or his productivity.
4.2.2.  Firms  and  employee  engagement
The results show us there is a signiﬁcant correlation between
ﬁrms  and the employee engagement (p = 0.036). People work-
ing  in family ﬁrms (57.67) are more  engaged to their
organization than people working in non-family ﬁrms (54.21).
The  H1 is accepted.
The  result obtained conﬁrms what was  discussed in the
literature  review, and certify that employee engagement is
higher in family ﬁrms than in non-family ﬁrms. Concerning
the  Lebanese family ﬁrms, members are more  emotionally
attached to their company than other Lebanese ﬁrms: they
have  strong feelings, and they are always engaged in per-
forming  their duties, this kind of engagement refers to the
emotional  attachment. Furthermore, they are not obliged to
stay with their current employer even if there are others oppor-
tunities  outside. On the other side, many  employees working
in  non-family ﬁrms are obliged to stay inside the organization
for  lack of other job opportunities. In addition, they are afraid
to  leave their job in the middle of the Lebanese economic
crisis. This can be referred to the continuous and normative
commitment.
In  other words, employees belonging to family ﬁrms are
mostly  happy in their career, they feel that they are concerned
with  the organization problems, and they are members of the
family  ﬁrm. Moreover, they would be very happy to spend the
rest  of their career with their organization and to remain loyal
to  the company. In summary, they feel a stronger sense of
belonging  to their organization than employees in non-family
ﬁrms.
Moreover, the positive relation between family ﬁrms and
employee  engagement can be inﬂuenced by the culture inside
family  ﬁrms. These ﬁrms are characterized by strong values
such  as generosity, loyalty, creativity, freedom, security and so
on. Plus, the well-being of the members is always taken into
consideration and the members often share their emotions
and  express their feelings.
4.2.3.  Psychological  climate  and  employee  engagement
There is a signiﬁcant positive relation between psychological
climate and employee engagement (P = 0.026). When the psy-
chological  climate increases the employee engagement also
increases.  The H2 is accepted.e m e n t r e v i e w 1 ( 2 0 1 3 ) 11–29
The positive relation between the psychological climate
and  the employee engagement ensures that the psychological
climate can be an important criteria leading to engage-
ment. This fact is justiﬁed in the literature by explaining
that many  psychological factors including the clearness of
company  values, the empowerment, the fair treatment, the
family  friendliness, the teamwork orientation, the corporate
social  responsibilities and others increase and improve the
employee  engagement. Likewise, our research concentrates
on  various psychological factors including the boss ﬂexibility
and  support, the clearness of the company’s management, the
availability  of resources, the expression of personal feelings,
and  the work challenge. All these items refer to a signiﬁcant
climate that increases the commitment of the Lebanese work-
ers.
In  general, the Lebanese employee is very sensitive and is
often  affected by the psychological environment around him.
He  always needs to work in a secure area relying on the fair-
ness  of his manager and his support. As well, his commitment
will  be highly affected if the mission, the values and the issues
related  to his work are clearly deﬁned. In the same context,
the  Lebanese staff will be more  engaged if he has in hands
all  the resources necessary to fulﬁll his work. Also, his per-
sonal  feelings, and his conﬁdence in himself are so important
because  they will push his heart and mind to stay engaged
while  moving forward in achievements and productivity.
We  can mention here and according to a personal point of
view  that the Lebanese people are in general subjective and
able  to be inﬂuenced by their environment more  than others.
4.2.4.  Compensation  and  employee  engagement
There is a signiﬁcant positive relation between compensation
and  employee engagement (P = 0.014). When the compensa-
tion  increases the employee engagement also increases. The
H4  is accepted.
Another driver that leads to employee engagement is called
the  compensation factor; it’s a very essential and important
aspect  especially in our Lebanese community. In Lebanon, lots
of people work just for money, and lots work for other reasons
but  even, they are impressed by money. The literature of our
thesis  conﬁrms that the compensation factor in all its aspect
enhances  the engagement level; and our research reaches
the  same result after focusing on different items related to
the  compensation process which are: the salary, the whole
package,  the raise, the company pay structure, and the inﬂu-
ence  of the manager.
We  all know that people become engaged in performing
their job if they are well rewarded. If we  go into details,
we  realize that Lebanese people give the salary factor a big
importance  mainly in non-family ﬁrms. Speciﬁcally, they are
affected by this factor since the country lives a continual
economic crisis and since they need money to survive and
confront  the bad situation. They also suffer from a lack of
opportunities regarding other jobs. Moreover, the majority of
Lebanese  workforces belong to the poor and middle class, so
a good remuneration can touch them deeply and give them a
strong push to achieve the best work ever. As a result, the com-
pensation  plays a fundamental role in keeping and improving
the  employee engagement.
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.2.5.  Communication  and  employee  engagement
here is no signiﬁcant correlation between communication
nd employee engagement (P = 0.125). The H3 is rejected, the
ull  hypothesis is accepted.
According to the literature review, and following our per-
onal  experience, we  can easily conclude that communication
s  a main factor that inﬂuences the quality of work, the proﬁt-
bility  and the employee engagement.
In our research, the study concerned two kinds of ﬁrms:
he  family and non-family ﬁrms. In a global and general view,
he  managerial ﬁrms have an organized structure that affects
ositively  the process of communication: in other terms, the
ivisions  are well structured, the tasks are well organized and
he  communication is absolutely superior, to be more  speciﬁc,
n  example will illustrate this issue: the employees working
n  a bank can share all the information concerning the yearly
udget  of the bank, and they can share the information con-
erning  the proﬁt of the bank, in addition they can share all
inds  of data and info and participate in the decision making
rocess.  That’s why  the communication mean scores better
esults  in non-family ﬁrms. On the other side, the commu-
ication in family ﬁrms is limited to the board of families
r  to one person which can be designated by the “one man
how”.  All the decisions, the information, the strategies, the
actics,  the goals, and the proﬁts are managed directly and
xclusively  by the owning family. As a result, the communi-
ation  of the whole population in our study will be affected
egatively by the weak process of communication presented
y  the family ﬁrms, and the result shows that there is no
igniﬁcant correlation between employee engagement and
ommunication. To note that the result will be totally differ-
nt  if the sample of our study represented only non-family
rms.
.  Conclusion
he overall study of the thesis has been well elaborated, and
ivided  into two parts. In the ﬁrst one, we  discussed the
mployee engagement process in all its aspects by deﬁning
he  process, explaining its consequences and importance, and
larifying  important ﬁndings and variations that are related.
n  addition, the ﬁrst part illustrated the employee engage-
ent  in family ﬁrms in a detailed perspective. On the other
and,  we  manifested the engagement drivers and focused
n  the psychological climate, the communication and the
ompensation as important factors affecting engagement. In
he second part, we described the methodology used in the
esearch  by deﬁning the sample, and the technique and some
elated  matters, furthermore, we  interpreted and analyzed the
esults.
Our  main question is to deﬁne the standards that affect
ositively the employee engagement in family ﬁrms and
on-family ﬁrms and to make an interpretation about the
ommitment process in both ﬁrms. And we succeed to develop
nswers  to 4 hypothesis associated with the main question.
he  ﬁrst answer conﬁrmed that family ﬁrms have higher
ngagement, better psychological climate and greater com-
ensation  than non-family ﬁrms; however results showed
hat  communication registers higher records in non-family e n t r e v i e w 1 ( 2 0 1 3 ) 11–29 27
ﬁrms. Moreover, we demonstrated that there is a signiﬁcant
relation between family ﬁrms and employee engagement, as
well; there is a signiﬁcant relation between psychological cli-
mate  and engagement, likewise there is a signiﬁcant relation
between  psychological climate and engagement but there is
no signiﬁcant relation between communication and engage-
ment.
We  can say that results seem to be realistic and represen-
tative of the Lebanese population. The psychological climate
is  a very important factor that inﬂuence the well-being of
every  individual in our Lebanese society, the same thing is for
the  compensation issue that becomes very critical during the
Lebanese  economic crisis. On the other hand, the communi-
cation  factor still has less impact on worker’s engagement for
several reasons: maybe the upper management of every com-
pany  especially in family ﬁrms must give this factor a higher
importance and have to improve the structure of their enter-
prises  in order to elucidate the communication beneﬁts and
importance.
Finally,  this study can lead us to ﬁnd other drivers for
engagement that could have signiﬁcant and important effects.
Therefore,  we  can take a look into the H.R. practices that may
propose  creative ideas and thoughts which may  lead to a per-
fect  employee engagement and commitment.
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